
Report: Trends in Social Media & Journalism for Communicators & Marketers 
 
A recent study of social media use among media professionals brought some interesting, if not totally surprising, 
results to light. The 2017 Global Social Journalism Study is the sixth annual installment in a series of national and 
international reports charting the changes in how journalists and media professionals use social media in their work 
and when communicating with PR and communications professionals. Respondents represented all media 
professionals including researchers, editors, bloggers, etc. 
 
A few findings stuck out and raised some questions.  
 
Use of Social Media is Increasing 
This probably surprises no one. What is interesting about the study’s findings is which platforms are being used. 
Use of microblog platforms (e.g., Twitter, Snapchat) has decreased from 77 percent in 2012 to 67 percent in 2017. 
During the same time period, use of social networks (e.g., Facebook, Google+) has increased from 83 percent to 90 
percent.  
 
This is especially interesting given that respondents reported using many platforms. In fact, 42 percent of 
respondents reported using five or more types of social media each week and 80 percent used more than three each 
week. Use of professional networks (e.g., LinkedIn), image sharing (e.g., Instagram, Pinterest), and video sharing 
(e.g., YouTube, Vimeo), were used at least once a week by 45, 44, and 41 percent respectively. 
 
Where is your team focused? Are you on the right platforms for your audience? Are you spreading yourself too thin? 
 
Audience Connection is Key, If Not Productive 
Respondents totted audience engagement as a major boon from social media; 80 percent said they are more engaged 
with their audience because of social media. Sixty-six percent of respondents reported daily contact with their 
audience through social media, with 19 percent of those connecting hourly.  
 
This audience connection does not seem to be about information gathering. Only 36 percent of respondents 
reported that they use user-generated content regularly in their work. When asked to choose their two most 
important sources of information, “experts” and “industry and professional contacts” were the two favorites. The 
public has not become a key source of information; only 14 percent of respondents said it was one of their two key 
sources of information. 
 
Does your team have daily contact with your members? Are you using that connection to create content?  
 
More Media Professionals Dependent on Social Media 
Forty-eight percent of respondents think they could not do their job without social media. This is up from 37 
percent in 2012. However, put a little extra emphasis on “think they can’t,” because the proportion of those who 
thought social media improved their productivity has declined since 2012, from 44 percent to 37 percent in 2017.  
 
Similarly, media professionals report regularly applying analytics in their work: 39 percent reported that they use 
analytics daily to understand the effectiveness of their content, 22 percent do so weekly, and 19 percent monthly. 
However, only 23 percent of respondents felt that analytics made their work easier or their content more interesting.  
 
Associations are no strangers of the do-more-with-less mentality. How much more effective would social media be 
if it was the focus of a position rather than an add-on? 
 
 
Unsure of PR Professionals 
Respondents were significantly ambivalent about PR professionals, citing concerns over quality and reliability of 
content. PR professionals ranked third for preferred sources, but 45 percent of respondents were undecided and 



only 37 percent somewhat agreed they are reliable. In terms of quality, 51 percent were undecided, and only 19 
percent somewhat agree PR sources provide quality content.  
 
If those figures don’t send you scrambling to check on the relationships with media in your industry, you either are 
very secure or you’re missing some important warning signs. If your association isn’t the authority on the industry, 
who is? How long until your members start thinking the same thing?  
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